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ABSTRACT 
 
THE ROLE OF ETHNOCENTRISM IN THE BUYING PROCESS OF 
DOMESTIC PRODUCT 
(Study on Leather Bag Made in Manding, Yogyakarta) 
Dewantika Noor Hidayati Kusmono 
S411302010 
 
The increase trend of globalization and advance technology in communication and 
transportation enable the consumers to access great variety of products and services from 
other countries. The competition between domestic and foreign corporations became 
interesting to be studied. 
The objective of this researchexplains the relationship among of the observed 
variables. There are six relationship, namely, perceived quality and price fairness  toward 
consumer attitudes toward domestic product, consumer attitudes toward intention to buy 
domestic product. Last, role  of ethnocentrism as the moderation in this research. 
The data is collected by survey and  guided by questionnaire to 250 respondents. The 
survey is conducted in Yogyakarta by using a convenience sampling method. The constructed 
model were measured using five point Likert scale. 
The findings show that consumer attitudes toward Leather Bag in Manding is 
influenced by price fairness and perceived quality.In the relationship between perceived 
quality, price fairness, consumer attitudes, and intention to buy, the ethnocentrism did not 
play a moderation role. 
Keywords : Ethnocentrism, Consumer Attitudes, Domestic, Intention to buy, Perceived quality, Price 
Fairness. 
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ABSTRAK 
 
 
 
 
PERAN ETNOSENTRISME DALAM  PROSES PEMBELIAN PRODUK DOMESTIK 
(Studi Pada Tas Kulit Buatan Manding, Yogyakarta) 
 
Dewantika Noor Hidayati Kusmono 
S411302010 
 
 
Peningkatan tren globalisasi dan kemajuan teknologi komunikasi dan transportasi 
memungkinkan konsumen untuk mengakses berbagai macam produk dan jasa dari negara 
lain. Persaingan antara perusahaan domestik dan asing menjadi menarik untuk dikaji. 
Tujuan dari penelitian ini untuk menjelaskan hubungan antara variabel yang diamati. Ada 
enam hubungan, yaitu, persepsi kualitas dan kewajaran harga terhadap sikap konsumen 
terhadap produk domestik, sikap konsumen terhadap niat untuk membeli produk dalam 
negeri. Terakhir, peran etnosentrisme sebagai moderasi dalam penelitian ini. 
Data dikumpulkan oleh survei dan dipandu oleh kuesioner kepada 250 responden. 
Survei dilakukan di Yogyakarta dengan menggunakan metode convenience sampling. Model 
dibangun diukur dengan menggunakan lima titik skala Likert. 
Temuan menunjukkan bahwa sikap konsumen terhadap Tas Kulit Manding di 
dipengaruhi oleh kewajaran harga dan persepsi kualitas. Dalam hubungan antara persepsi 
kualitas, keadilan harga, sikap konsumen, dan niat untuk membeli, etnosentrisme tidak 
memainkan peran moderasi. 
 
 
Kata kunci: Etnosentrisme, Sikap Konsumen, Produk domestik, Niat Pembelian, Persepsi 
Kualitas, Kewajaran Harga. 
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MOTTO 
 
 
“PMA. Positive Mental Attitudes” 
Paarsbat 
 
“The most beautiful Make up of a woman is passion” 
Yves Saint-Laurent 
 
“Simplicity is the keynote of all the true elegance” 
Coco Channel 
 
“A respectable appearance is sufficient to make people more interested in your soul” 
Karl Lagerfeld 
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